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Abstract. Tourist ascents of mountain peaks before sunrise are increasingly pop-
ular. Babia Góra (Western Carpathians) is a peak on the Polish-Slovak border 
frequently visited by a great number of tourists at sunrise. The main objective 
of our research, based on the case study of Babia Gora, was to answer a more 
general question whether the sunrise can be considered a tourist attraction. 
The research included the observation and description of every sunrise at sum-
mer holiday weekends during 2012 from the peak of Babia Góra as well as the 
collection of data on the number of tourists and weather conditions. Survey inter-
views, using questionnaire, with randomly selected hikers present on the peak of 
Babia Góra at sunrise (269) were conducted. The investigation showed that dur-
ing summer holiday sunrises there were a maximum of 130 people on the sum-
mit of Babia Góra at the same time. Most of the surveyed people (84%) agreed 
that the opportunity to observe the sunrise was one of the pull factors for them. 
This confirms the hypothesis that sunrise constitutes a tourist attraction.
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1. Introduction
Since ancient times, tourist attractions have been 
constantly changing with changing tourist needs 
and motivations (Sharma, 2005). Hence, the term 
‘attraction’ can be defined in many different ways 
and there is no universal definition applying to all 
such places and objects (Swarbrooke, 2002). Yet, us-
ing the most general approach, it can be described 
as whatever interests tourists (Lundberg, 1985).
As a result, there are a lot of classifications of 
tourist attractions. Among others, they can be clas-
sified as nature-oriented and human-oriented ones 
(Perry, 1975; Graburn, 1977). Further, Lew (1987) 
in his ‘Composite Cognitive Tourist Attraction Ty-
pology’ includes (a) tourist activities, (b) tourist ex-
periences and (c) attraction characters.
Even so, most tourist attractions can be analysed 
through the framework of Leiper’s (1990) tourist at-
traction system. According to this author, attraction 
consists of three interconnected elements: a tourist 
or human element, a nucleus or central element and 
a marker or informative element. The first compo-
nent consists of people travelling in search of leisure 
activities. The nucleus refers to a sight and a place 
where a tourist experience is created, experienced 
and consumed. Finally, the informative element or 
a marker is an item of information about the po-
tential nucleus within a tourist attraction (Leiper, 
1990).
The attractiveness of a travel destination gener-
ates ‘pull’ factors in opposition to internal motives 
– ‘push’ factors. Both of these factors, accord-
ing to many authors, constitute a tourist motiva-
tion (e.g., Crompton, 1979; Klenosky, 2002; Kozak, 
2002; Kim et al., 2003; Pan, Ryan, 2007; Moham-
mad, Som, 2010). The conceptual framework of 
push and pull factors was first developed by Dann 
(1977) and Crompton (1979). According to these 
authors, push and pull factors correspond to sepa-
rate stages in travel decision making – push factors 
focus on whether to go, while pull factors on where 
to go. Push factors are socio-psychological motives 
which explain the initial decision to go on holidays. 
Crompton (1979) gives a list of such incentives: es-
cape from a perceived mundane environment, ex-
ploration and evaluation of self, relaxation, prestige, 
regression, enhancement of kinship relationships, 
and facilitation of social interaction. None of them 
is related to particular attraction attributes. Howev-
er, they somehow determine the scope and the type 
of the desired activity.
On the other hand, pull factors (cultural mo-
tives) are aroused by the particular qualities of the 
destination. Therefore, they play a crucial role in 
destination choice. According to Crompton’s (1979) 
research, two primary pull factors are: novelty (curi-
osity, adventure, new and different) and education. 
Uysal and Hagan (1993) provide the examples of 
pull factors based on tangible elements of particular 
destination such as beaches, accommodation, recre-
ation facilities as well as cultural and historical re-
sources. Moreover, Kozak (2002) adds, inter alia, 
such factors as weather, entertainment, quiet, rec-
ommendation, familiarity (repeat visit), local peo-
ple (culture), scenery (landscape), first experience, 
price and cleanliness, and Pan (2012), on the exam-
ple of volunteer tourism, highlight expecting chal-
lenge, validating personal perceptions of the place, 
and experiencing the life in a foreign culture.
However, the same attraction, especially a natu-
ral one, can vary at two different moments. A land-
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scape observed from sightseeing spots changes with 
the season, the weather and the time of the day and 
night (Chen, Takama, 2012). Such seasonal and 
ephemeral features of a landscape strongly influence 
perception, something that was emphasized e.g., by 
Brassley (1998) and Palang et al. (2007). Conse-
quently, some visitors choose a particular time of 
the day to visit specific scenic outlooks. Likewise, 
they may have different motives to visit an attrac-
tion during particular time.
Sunrise is one of the moments which make a 
view unique for tourists and can be counted as one 
of the motivating factors in visiting a particular 
place. Although it has already been mentioned in 
some papers (e.g., Harper, 1997; Ryan et al., 2000; 
Gyimóthy, Mykletun 2004; Hsu et al.; 2009 Hung, 
Petrick, 2010), the authors in point did not exam-
ine the role of this phenomenon. The question is – 
may we consider a sunrise to be a separate tourist 
attraction or is it just one of the sights which char-
acterise certain natural locations?
Viewing points like Uluru in Australia or the 
Grand Canyon in America are world famous for 
their attractiveness at sunsets and sunrises (Harp-
er, 1997; Zeppel, 1998). However, the ephemeral-
ity and uniqueness of this kind landscapes justify 
investigating aspects pertaining to the phenome-
non even in the local-scale locations. What is more, 
due to the smaller social influence of the site, it is 
even more justified to ascribe to the sunrise itself 
the key role in the creation of a tourist attraction, 
inter alia, because of the limited importance of the 
vogue  factors.
In Poland, a place known for the presence of 
a  large number of hikers at sunrise is the massif of 
Babia Góra (1725 m, 49°34’24’’N, 19°31’46’’E), which 
is located on the Polish-Slovak border. Its popu-
larity was initially proved on the basis of Internet 
forums and travel blogs content investigation. Fol-
lowing further analysis of explorative interviews 
with travellers’ word of mouth as well as field re-
connaissance at the highest peaks of different Polish 
Carpathians mountain ranges, the place was chosen 
for the study area. Besides, it is the highest peak of 
the Outer Western Carpathians and it is relatively 
isolated and surrounded by basins. Therefore, it is 
possible to see wide panorama of nearby mountain 
ranges, especially the Tatra Mountains, which is the 
highest range of the whole arch of the Carpathians. 
What is more, remarkable meteorological phenom-
ena such as a ‘sea of fog’ and atmospheric refraction 
can be frequently observed there at sunrise.
The main objective of the study was to verify 
whether the sunrise observed from Babia Góra can 
be considered to be a tourist attraction. To achieve 
this aim, it was necessary to identify the number 
of people visiting the peak at dawn and to check 
whether the sighting of sunrise and accompanying 
phenomena was the main pulling factor for night-
time ascents. Additional aims were to identify other 
forms of visitor motivation and to obtain informa-
tion about other mountain tops visited at sunrise, 
as well as to describe features of a potential tourist 
attraction created by sunrise.
2. Material and research methods
2.1. Data collection and analysis
The research was conducted at the moment of sun-
rise every day during summer holiday weekends 
2012 (20 days in total). The study was based on field 
research which included identification of the num-
ber of people present on the peak of Babia Góra at 
the moment of sunrise, a questionnaire survey with 
some of them as well as the observation and meas-
urement of weather conditions.
The number of people present on the peak of 
Babia Góra at the moment of sunrise were counted. 
Survey interviews were conducted with 269 of them 
(36.4%). The questionnaire comprised four sections. 
The first section concerned tourists’ motivations for 
night-time ascents of Babia Góra. This question was 
formulated as a semi-open one in which tourists 
were provided with a list of possible motivations, 
but they were also welcome to specify other moti-
vating factors. In this section, they were also asked 
to identify the most important factor. The second 
section focused on the tourists’ satisfaction as de-
termined by the whole activity. However, this sec-
tion will feature as the subject of another article. 
In the third section information on previous as-
cents of the Babia Góra peak and other summits at 
sunrise, as well as future plans for such excursions, 
was sought. Questions on the observation of sunrise 
from Babia Góra or other peaks were closed-ended 
(yes/no), whereas questions on the names of previ-
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ously visited and planned peaks were open-ended 
ones. Finally, in the last section sociodemographic 
data on the age, educational attainment and place 
of residence were collected.
Data on weather conditions was collect-
ed for the purpose of sunrise description. Tem-
perature and wind speed were measured using 
a Testo device. Precipitation, cloudiness and fog 
presence as well as visibility were determined on 
the basis of observation. The occurrence of re-
markable meteorological phenomena was noted 
as well.
Table 1. Weather conditions on the peak of Babia Góra at sunrise on Saturdays and Sundays of the summer holidays 2012, 
according to measurements using Testo device
Date Air temperature [oC]
Wind velocity
[m/s] Precipitation Cloudiness Fog Visibility Sea of fog
30.06.2012 13.2 4.0 - 3/8 - low -
01.07.2012 15.1 17.0 - 0/8 - low -
07.07.2012 12.6 2.0 - 3/8 - low -
08.07.2012 14.8 3.0 - 7/8 - very low -
14.07.2012 10.1 8.0 rain 4/8 - low -
15.07.2012 5.3 5.0 - 8/8 + very low -
21.07.2012 11.0 5.4 rain 8/8 + very low -
22.07.2012 4.0 8.4 - 7/8 + very low +
28.07.2012 14.1 1.1 - 1/8 - low -
29.07.2012 11.1 10.5 - 6/8 - medium -
04.08.2012 15.0 2.3 - 2/8 - low +
05.08.2012 14.0 3.0 - 6/8 - low -
11.08.2012 9.1 4.5 - 6/8 - medium -
12.08.2012 6.2 3.5 rain 8/8 + very low -
18.08.2012 5.6 6.0 rain 8/8 + low -
19.08.2012 10.0 2.0 - 4/8 - medium -
25.08.2012 12.0 17.0 rain 8/8 - low -
26.08.2012 10.0 9.0 - 4/8 - medium -
01.09.2012 12.0 7.0 - 8/8 - medium +
02.09.2012 11.8 6.0 - 2/8 - low +
Source: Own elaboration
The data assembled were analysed quantitatively. 
The number of people was correlated with some of 
the observed weather conditions: temperature, wind 
velocity, cloudiness and precipitation occurrence. 
Analysis of the tourists’ motivations for night-time 
ascents of Babia Góra as well as information on pre-
vious and planned observations of sunrises from 
other peaks was the basis for the verification of the 
hypothesis as to whether sunrise observation may 
account as a tourist attraction. Furthermore, socio-
demographic questions were used to describe the 
profile of tourists who undertake such an activi-
ty and to identify the range of the attractiveness of 
sunrises observed from Babia Góra.
2.2. Meteorological conditions during 
research days
Observations and measurements of weather condi-
tions showed that during the days chosen for the 
study the weather was varied (Table 1). Air tem-
perature ranged from 4.0oC to 15.1oC. It was usually 
windy, wind velocity reaching up to 17 m/s. At five 
sunrises there occurred rain precipitation. In most 
cases cloudiness was medium or intense. Only in 
one case (1 July) was the sky totally clear. During 
the course of five mornings fog was present. Visibil-
ity was assessed in relation to the ability to see the 
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nearby mountain ranges. In most cases this was low 
or very low. A so-called ‘sea of fog’ was observed 
four times during the summer holiday weekends 
of 2012, whereas atmospheric refraction was not-
ed three times.
3. Results
The total number of tourists at the top of Babia 
Góra at sunrises on summer holiday weekends in 
2012 was 738 people (Fig. 1). The largest turnout 
was recorded on 5 August (130 people); however, in 
most cases there were 20–60 visitors on the top of 
the mountain at the time of sunrise. Regardless of 
the considerable fluctuations in the number of tour-
ists on the peak of Babia Góra at dawn for each day 
of the study period, no strong correlation between 
the phenomenon and weather conditions was not-
ed. Neither temperature, nor wind speed was relat-
ed to the number of people on the peak. Weak, but 
statistically insignificant, correlations with cloud-
iness (-0.43) and precipitation occurrence (-0.44) 
were noted.
The majority of tourists at the peak of Babia Góra 
were men (64%), women accounted for only 33% of 
respondents. Most of tourists present at the top of 
Babia Góra at dawn were young people between 26 
and 35 and between 19 and 25 (respectively, 40% 
and 35%). The middle-aged (36–50) accounted for 
only 15% of respondents. Small percentages of peo-
ple under 18 (8%) and above 50 (only 2%) were 
also recorded.
Fig. 1. Number of people on the peak of Babia Góra at sunrise on Saturdays and Sundays of the summer holidays 2012
Source: Own elaboration
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The majority of respondents had a university 
degree (58%), whereas a significant group of the 
respondents (28%) declared only a secondary educa-
tional qualification. However, 17% of the whole sur-
veyed group were still studying. Primary education 
was declared by 6% of people, but these were mostly 
those under the age of 19. Only 15% of respondents 
acknowledged an environmental  education.
Respondents came from 72 localities of central 
and southern Poland (Fig. 2). Most of them – from 
the provinces of Malopolska and Silesia, which are 
located close to the Babia Góra massif. 
Three cities (Krakow, Katowice and Bielsko-Bia-
la) constituted the place of residence for over 40% 
of respondents, something that probably resulted 
from good accessibility of Babia Góra in relation 
to these locations. Six percent of visitors were from 
Zawoja, a village located in the foothills of Babia 
Góra. A small number of people from Slovakia were 
also noted.
Hikers present at the peak of Babia Góra at 
sunrise declared an array of motivations (Fig. 3). 
Among the 269 surveyed people, 84% indicated 
their desire to see a sunrise was one of the rea-
sons for the trip. More than half of them wanted 
to spend free time with friends in such a way. The 
desire to see a panorama from a mountain top was 
also a prevalent motive. The least number of those 
surveyed admitted as a reason that they had intend-
ed to impress their friends.
Fig. 2. Number of tourists who came from different localities of Poland and Slovakia
Source: Own elaboration
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Visitors of Babia Góra were asked about the 
main motive as well. For more than a half of early 
morning visitors to Babia Góra, seeing the sunrise 
was the main stimulus, whereas for 12% of them the 
main reason was to spend time with their friends. A 
large part of respondents did not specify which mo-
tivation was the most important for them. 
The motivations of the sunrise spectators differed 
among the various age groups. For tourists under 
19, the emotional thrill connected with a night as-
cent of Babia Góra was more important than for 
those in other age groups. A similar tendency can 
be noted in the case of ‘a desire to impress friends’ 
– 5% of people under the age of 19 marked that 
statement. In other age groups almost nobody was 
motivated by this factor. Unlike the two previously 
mentioned motivations, the desire to see a sunrise 
and to admire views from Babia Góra was much 
more common in the older age groups. The rela-
tionship between tourist motivations and education 
is weaker than between motivations and age. The 
desire to see a sunrise, which was the motivation of 
the greatest importance for most of those surveyed, 
did not depend on educational attainment.
The study showed that 30% of respondents had 
already observed a sunrise from Babia Góra before, 
whereas 81% of visitors declared a desire to see it 
from this summit again. In this groups, the follow-
ing motivations were found to be prevalent: the ob-
servation of a sunrise and associated phenomena 
(83%) and accompanying friends (55%).
Beside Babia Góra, many other mountain tops 
are visited by Polish hikers at dawn (Fig. 4). Ac-
cording to our research, 26% of respondents had al-
ready observed a sunrise from other summits. One 
person had been on four peaks at sunrise before. 
The respondents mentioned mainly the high-
est peaks of different mountain ranges – Western 
and Eastern Carpathians, Sudetes, the Holy Cross 
Mountains and even the moraine hills of the Pol-
ish Lakeland Region. The tourists surveyed had 
admired a sunrise from the top of nearby Pilsko 
(6  persons) and from the highest peak of Poland 
– Rysy in the Tatra Mountains (4 persons) as well 
Fig. 3. Motivations for tourists’ night ascents of the Babia Góra peak: 1 – observation of the sunrise and associated phenomena; 2 – observation 
of the view from the peak of Babia Góra; 3 – taking pictures; 4 – accompanying friends; 5 – experiences connected with spending time on Babia 
Góra at night; 6 – a desire to impress friends; 7 – a desire to do something spontaneous and unusual
Source: Own elaboration
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as the highest peak of the Sudetes and the whole of 
the Czech Republic – Śnieżka (3 persons). Sever-
al respondents had observed a sunrise from more 
distant peaks such as: Mount Blanc, Gran Parad-
iso, Triglav or Mount Sinai. A large group of re-
spondents (43%) declared a desire to see a sunrise 
from other peaks in Poland and all over the world. 
Among the mountain tops that were planned to vis-
it at sunrise can be listed: Rysy (20 persons), Pilsko 
(10 persons) and Śnieżka (4 persons).
4. Discussion
4.1. Sunrise as a tourist attraction
The study results confirm the hypothesis that the 
ephemeral landscape of a sunrise is the main moti-
vating factor for tourists climbing to the top of Ba-
bia Góra at night. However, in order to extent the 
conclusions to the issue of tourist attractiveness, the 
described phenomenon has to be confronted with 
several definitions of a tourist attraction which have 
been produced on the ground of tourist studies.
 An analysis of the subject literature leads to 
the conclusion that these definitions can be divid-
ed in two general groups. The first includes explica-
tions which origin from the management approach 
to tourist attractions, which seems to be the most 
popular at the present moment due to its practi-
cal implications. For instance, Hu and Wall (2005: 
619) define a tourist attraction as ‘a permanent re-
source, either natural or human-made, which is de-
veloped and managed for the primary purpose of 
attracting visitors’. A similar definition was provid-
ed earlier by Middleton (1988). That way of under-
standing creates classification problems in the case 
of the described phenomenon. Although (by apply-
ing less severe assumptions) the trails to the sum-
mit of Babia Góra can be treated as facilities which 
co-create the attraction, they definitely should not 
be considered to be the outcome of management 
actions aimed at improving the accessibility of this 
particular resource.
Fig. 4. Mountain tops in southern Poland visited at sunrise by people surveyed on Babia Góra peak
Source: Own elaboration using digital elevation model SRTM
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On the other hand, one can enumerate several 
examples of resources that are not managed at all 
but still constitute a ‘pulling’ factor. This leads to 
the acceptance of the second group of definitions of 
tourist attractions: chronologically older but  much 
broader in terms of their notional scope. As  an 
example, Lew’s (1987) definition can be quoted 
– ‘tourist attractions consist of all those elements of 
a “non-home” place that draw discretionary travel-
lers away from their homes’, which is similar to the 
generic Lundberg (1985) definition, already provid-
ed in the introduction section. In addition, Matts-
son et al. (2006) argues that something may only 
be termed ‘attraction’ – in opposition to ‘attractor’ 
– after it has been ‘discovered’ by tourists, which is 
undoubtedly true for the described phenomenon. 
The use of these approaches clearly justifies treat-
ing sunrises observed from the peak of Babia Góra 
as a tourist attraction. The origin of tourists reach-
ing the summit in relation to the sunrise phenome-
non provides information about the spatial scope of 
the attraction. Although the majority of spectators 
came from within the adjacent region, the presence 
of some people from more distant parts of Poland 
suggests that the attraction is of supraregional im-
portance.
4.2. Push and pull motives 
of sunrise observers
The results of the presented case study can be put 
into the context of much further-reaching meth-
odological research on that fundamental term. 
This implies that the attractiveness of the sunrise 
itself is not the only factor determining its exist-
ence as a tourist attraction. Another is tourists’ ear-
lier motivation to see the phenomenon. Taking into 
consideration the push and pull factors theory, in-
centives of surveyed people were divided into two 
groups. Most of them were socio-psychological mo-
tives (push factors): to accompany friends, to im-
press friends, to do something spontaneous and 
unusual, to calm down, to celebrate birthday, to 
drink alcohol in a special place, to do something 
for the first time, to go for a scout trip, to go for 
a walk with the dog or to test touristic equipment. 
On the other hand, the group of attraction-generat-
ed motives (pull factors) include: observation of the 
sunrise and associated phenomena, observation of 
the view from the peak of Babia Góra, experienc-
es connected with spending time on Babia Góra at 
night. Although most of the noted motivations are 
classified as push factors, the largest group of sur-
veyed tourists selected a pull factor (sunrise obser-
vation). This incentive was also the most important 
one for the half of them.
From the point of view of the main objective of 
the study, the importance of the pull factor: ‘obser-
vation of the sunrise and associated phenomena’ 
justifies defining sunrise as a tourist attraction. This 
motive explains the reason of early morning visits 
on mountain peaks. That creates the crucial differ-
ence between the motivations of people surveyed 
at sunrise and tourists hiking in mountain areas 
during the daytime. The research of Pan and Ryan 
(2007) shows that push factors (mainly relaxation) 
motivate people visiting the mountains to a great-
er extent than the pull factors. In contrast, the pull 
factors were much more important for sunrise ob-
servers, for whom admiring a sunrise was the main 
motivation. Nonetheless, social and emotional fac-
tors, which should be considered as push (internal) 
factors, are relatively significant as well. Push factors 
which were indicated by tourists allowed them to 
decide on the type of activity (including emotion-
al thrill, spending time with friends etc.), but only 
pull factors determined the choice of a particular 
attraction and destination (here: sunrise observed 
from the peak of Babia Góra).
The statement that sunrise should be considered 
to be a tourist attraction can be additionally sup-
ported by the relatively high percentage of people 
who previously observed a corresponding phenom-
enon from Babia Góra or other peaks. Likewise, the 
high percentage of people who would like to return 
to Babia Góra to experience the sunrise again backs 
up this hypothesis. Further, that indicates tourist 
loyalty towards the destination, which is directly de-
termined by the satisfaction, and indirectly affected 
by tourist motivation (Lee, Hsu, 2011). Tourist loy-
alty can also contribute to creation of the positive 
word of mouth of the attraction (Lee, Hsu, 2011). 
The distribution of peaks from which people 
have already experienced a sunrise is uneven and 
is probably related to where they originated from. 
However, it may be noted that, apart from Babia 
Góra, there are several peaks which are famous for 
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unique sunrise observations. These include moun-
tain peaks: Rysy, Śnieżka and Pilsko in Poland as 
well as Mount Blanc (Italy/France), Gran Paradiso 
(Italy), Triglav (Slovenia) or Mount Sinai (Egypt). 
All those summits provide favourable conditions for 
sunrise observation as they all are the highest peaks 
in their respective areas, relatively isolated and lo-
cated above the tree line. Comparative research on 
the landscape ephemera of supraregional impor-
tance may be conducted on those peaks. Moreover, 
the fact that tourists mentioned many other plac-
es where they experienced sunrises shows that they 
perceive each site as a separate tourist attraction 
which is worth visiting. That is why deep investiga-
tion of certain phenomena related to the particular 
case studies is still needed.
4.3. The role of landscape ephemera 
in tourism 
Popularity of ephemeral landscapes (e.g., sunrise) 
observation can be explained by Swarbrooke’s the-
ory (2002), who points out that nowadays a tour-
ist or a visitor attraction product can be treated as 
an experience which includes planning the trip, the 
journey to the particular place and the time spent 
at the attraction as well as the keeping of memories 
connected with the place after a visit. The last two 
elements are probably particularly important for the 
viewers of sunrises as a result of the ephemerality of 
the phenomenon. Though, memories, in their visual 
aspect, may be materialized in the photographs tak-
en during the trip. This even constituted one of the 
motivations for undertaking the journey for a quar-
ter of the tourists surveyed.
Furthermore, according to Swarbrooke (2002), 
the mentioned experience is affected by the tangi-
ble elements of the attraction (e.g., infrastructure) 
as well as a range of factors which are largely out-
side of a tourist’s control, for instance the weath-
er. The latter is crucial in the attractiveness and 
uniqueness of viewing a sunrise. An identical sun-
rise can never be seen twice from the same point 
due to the host of phenomena that accompany it 
(especially the ‘sea of fog’ and atmospheric refrac-
tion), the different colours of the sun and the sky, 
the shapes of clouds as well as non-optical charac-
teristics, which can be sensually perceived. Moreo-
ver, as a sunrise can be observed only once a day, 
it may be considered as a type of temporary tourist 
attraction (Swarbrooke, 2002).
In this context, various sorts of landscape 
ephemera may be considered as tourist. There are 
many examples of specific ephemeral phenome-
na, ones varying in the spatio-temporal perma-
nence they are experienced by tourists, which may 
be not only sun-related phenomena (a sunrise, sun-
set, solar eclipse) but also the northern lights (au-
rora borealis) or severe weather phenomena (e.g., 
tornados). Those specific landscape ephemera to-
gether with features of nature are the cores that aid 
in the creation of unique genius loci or the spir-
it of a place. An example of the latter was shown 
by Pressman (1996: 527) who described the ‘north-
ern experience’ as a ‘configurations of rocks, ground 
and trees; sun, cloud and shadow; streams, lakes, 
rivers, ponds, oceans; and mist, fog, rain, snow’ as 
well as the occasion appearance of the mysterious 
lights of the aurora borealis and ‘white nights’. Like-
wise, Jacobsen (1997) analysed the northern land-
scape; however, his considerations concerned the 
specific landscape of the Nord Cape. The location 
of the cape itself (the most northern part of Nor-
way and Europe, above the Arctic Circle, in the 
mysterious land of the Sami people), makes it a de-
sirable destination. What is more, the pristine na-
ture and seasonal phenomena such as ‘white nights’ 
and the polar night with the landscape ephemera of 
the northern lights provide tourists with extraordi-
nary experiences. Such experiences are also sought 
on the part of film tourists, who would like to feel 
the romantic or fantastic scenery they saw in the 
film (Carl et al., 2007; Connell, 2012). On the con-
trary, a second group of film tourists focus on at-
tempts to experience a ephemeral phenomenon 
such as a tornado for the emotional thrill (Connell, 
2012). Our research also proved that the emotion-
al thrill accounts for one of the motivating factors 
resulting in a tourist climbing to the peak of Babia 
Góra at night. Besides, it showed that such expe-
riences are particularly appealing for young peo-
ple, for those below 35. Considering the time of 
the climb, it is explainable that most of the tourists 
were men, probably adventure seekers. Consequent-
ly, modern-day tourism is not only about seeing 
sights but, above all, assembling different types of 
experience. What is more, the specific experienc-
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es are closely linked to the place where they could 
be gained. There are some landscape ephemera, e.g. 
sunrise or sunset, that are ubiquitous and can be ex-
perienced in specific places all over the world, and 
others, e.g. tornados or northern lights, that are at-
tached to particular geographical regions, and only 
there research on them can be conducted. 
Sunrise and sunset observations in certain des-
tinations worldwide have already been specified as 
tourist attractions as well. Nevertheless, the issue 
has been recognized to a very limited extent. On 
the example of the camel safari in Jaisalmar in India 
(Shackley, 1996), they constitute a combined tour-
ist product with a camel safari through the sandy 
dunes. A famous sightseeing spot known for obser-
vation at sunrise is Uluru in Australia mentioned 
by Harper (1997) and Zeppel (1998). Harper (1997) 
refers also to the aspect of the specific behaviour 
of tourists observing sunrises and sunsets in the 
Grand Canyon National Park. However, those re-
flections cannot be directly associated with the au-
thors’ observations on Babia Góra, mostly due to 
the marked difference in the accessibility of those 
viewing points. Furthermore, experiencing sunrises 
was enumerated as one of the tourists’ motivation 
for participating in cruises offered by the Holland 
America Line and Princess Cruises. The passengers 
were interviewed at Port Everglades in Fort Laud-
erdale, Florida (Hung, Petrick, 2011). This example 
shows that the described attraction is not limited to 
mountain tourist activity.
According to the findings of many authors 
(e.g., Dawson et al., 2009; Zhang, Wang, 2013) na-
ture-oriented attractions are particularly vulnerable 
to weather-derived fluctuations in visitor numbers. 
This observation should be applicable to landscape 
ephemera attractions in particular. Conversely, al-
though the number of tourists who reached the 
summit of Babia Góra at dawn varied considerably 
across each day of the study period, no strong rela-
tion with weather conditions was noted. This may 
be due to the fact that tourists planning a trip to 
experience a sunrise rely on the weather conditions 
forecast for the stations located at the foot of the 
massif, which are often very different from those 
observed at the summit. Among the factors that in-
fluence the number of people the moon phase may 
be considered as it is potentially easier to climb on 
a moonlit night. The coincidence of a full moon and 
the largest turnout (5 August 2012) on the peak of 
Babia Góra is noteworthy. However, another visit on 
the peak in the same moon phase (1-2 September 
2012) did not confirm this explanation.
5. Conclusions
The peak of Babia Góra is frequently visited by peo-
ple at dawn and the observation of sunrise is the 
main motivation for such ascents. Inconveniences 
which have to be faced during night ascending the 
peak of a mountain 1725 m high show that the pull-
ing force is substantially strong. It proves not only 
the attractiveness of the place at a particular mo-
ment of the day, but indicates that sunrise acts as 
a  separate tourist attraction. Moreover, as some of 
the tourists visiting Babia Góra to see a sunrise come 
from relatively distant places, the phenomenon may 
be considered to be a supraregional attraction.
Besides Babia Góra, many other mountain tops 
are visited at the time of sunrise, which indicates 
a commonness for the activity. An overview of the 
subject literature and the conducted research con-
firms that the viewing of various sorts of ephemeral 
landscapes, including sunrises and sunsets, is  be-
coming one of the types of present-day tourism. 
Also, it reflects crucial role of experience and con-
tact with nature in contemporary tourist trends. The 
temporality and changeability of landscape ephem-
era makes it more desirable and valuable for tourists. 
What is more, in case of sunrise, the impressions re-
tained as a consequence of sunrise observation are 
combined with preceding emotional thrill caused by 
spending time in mountains at night. That contrib-
utes to the uniqueness of such experiences. Our re-
search showed that there is a group of tourists who 
frequently seek this type of activity. Therefore, land-
scape ephemera can be utilized in the tourist mar-
keting of numerous places.
The analysis of tourist motivations and the role 
of push and pull factors is crucial for the study. Re-
search revealed the importance of the pull factors 
for described attraction, which is probably common 
for most of landscape ephemera. However several 
push factors were provided as well, e.g., social fac-
tors and emotional thrill aroused by spending time 
in mountains at night. Thus, we can conclude that 
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the significance of push factors is typical for des-
tination offering mainly relaxation opportunities 
whereas the domination of pull factors in motiva-
tion hierarchy draw people to attraction from tour-
ists’ ‘must to see’ list.
An attempt to characterize the sunrise as a tour-
ist attraction on the basis of the typologies and defi-
nitions presented in the article is not a trivial task. 
The sunrise as an ephemeral phenomenon has some 
specific features because of which it does not always 
fit into theoretical divisions, even those successful-
ly structuring more conventional tourist attractions. 
Therefore, studies focusing exclusively on character-
istics and classification of such tourist attractions as 
ephemeral phenomena are needed.
Although there are many other peaks than Babia 
Góra which attract tourists at sunrise, the ephemeral-
ity, uniqueness and spatial diversity of this particular 
phenomena mean that only an assemblage of de-
tailed case studies may give appropriate insight into 
its function as a tourist attraction. However, several 
aspects of the phenomenon are universal, especially 
in relation to the tourist flow management. Since the 
results can be easily related to, compared and then 
used in managing other similar sites, the internation-
al importance of the study should be emphasized.
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